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ADVERTISING 
* How industrial ad budgets shape up for 1963. IM's annual survey, 
Jan., p. 66. 
Ad tells why Ohio Brass advertises, Jan., p. 83. 
Just what does advertising do? (Editorial), Feb., p. 71. 
Six corporate executives tell how they evaluate proposed advertising 
investments, May, p. 126. 


Help stamp out myths that are giving advertising a bad name. AIA 
report, July, p. 85. 

Two votes for advertising; one against. Sales Executives Forum 
examine evidence on value of advertising, Nov., p. 116. 

R, B, Reid outlines four approaches to help improve adman's 
relations with management, Nov., p. 150. 


ADVERTISING AGENCIES 
Let's all go to Aipotu (the mythical land of perfect agency-client 
relationship), Jan., p. 84. 
How can a small agency develop new business? Apr., p. 28. 
Here's the count on agencies’ business paper billings. Annual IM 
survey, Apr., p. 74. ' 
Finding Tight ad agency for a. industrial company, Apr., p. 78. 
What clients should demand of agencies (and vice versa), Apr., p. 84. 
Ten commandments for effective agency relationships, Apr., p. 88. 
Is marketing an ad agency function? Discussed by six company 
executives, Apr., p. 116. 
Attitudes toward commission system changing, Kenneth R. Davis tells 
AIA New York Chapter, Apr., p. 153. 
Agency must tailor services to fit client's needs, and be compensated 
accordingly, Rubel tells AIA Western New England Chapter, Nay, p. 40. 
What agencies should look for in prospective clients, Oct., p. 98. 
Rubel sees more agencies going public in talk before Chicago Chapter, 
AIA, Dec., p. 132. 
ANA ——e on ‘Provisions in Advertiser-Agency Agreements, ‘ 
Dec., p. 136. 
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ADVERTISING BUDGETS 


* How a ad budgets shape up for 1963. IM's annual survey, 
Jan., p. 66. 


Six corporate executives tell how they evaluate proposed advertising 
investments, May, p. 126. 


® New evidence of ad values. McGraw-Hill studies indicate that increased 
oe selling costs, Aug., p. 81. (See also editorial, 


Sept., p. and July, p. 42). 


Plan for optimm allocation of ad budgets told by R. F. Killelea at 
NICB annual marketing conference, Nov., p. 175. 


ADVERTISING AS A CAREER 
AIA publishes ‘career’ booklet for students, Apr., p. 153. 
AIA's ‘Red Carpet’ program teaches students about industrial adver- 
tising, May, p. 42. 


AIA Chicago Chapter internship program pays off for student and ad 
manager of Toastmaster Div., Nov., p. 148. 


ADVERTISING CRITICISM 


A proposal for improving industrial ad criticism. An 
criticizes = Copy Chasers, July, p. 105. (See also Letters, 
Sept., p. ll 


The vote is in; Copy Chasers win approval of readers in argument 
with Fed Grumman, Dec., p. 126, 


ADVERTISING EFFECTIVENESS , see ADVERTISING OBJECTIVES, ADVERTISING RESEARGI 


ADVERTISING EXPENDITURES 


ABP’s 12th annual tabulation of leading business paper advertisers, 
May, p. 110. 


ADVERTISING GOALS, see ADVERTISING OBJECTIVES 


ADVERTISING MANAGERS 
A humorous account of what industrial ad managers are made of, Feb., 


Uperne > ag advertising by upgrading your ad manager (Editorial), 

» P. Oi. 

Embrace ‘marketing concept’ or lose job function ad managers wamed 
by management consultant, Robert F. Dick, Oct., p. 45. 

Should industrial ad managers work on a commission? Oct., p. 142. 

R. B. Reid outlines four approaches to help improve adman's relations 
with management, Nov., p. 150. 


ADVERTISING MAN-OF-THE-YEAR 
Copy Chasers select Volkswagen marketing manager, Paul R. Lee as 
Industrial Advertising Man-of-the-Year, Jan., p. 115. (lr. Lee 
tells his philosophy of advertising, p. 120). 


Copy Chasers cite four interesting campaigns that were runners-up 
in competition, Feb., p. 135. 


ADVERTISING OBJECTIVES 


Six corporate executives tell how closely they require their admen 
to meet stated goals, May, p. 126. 








ADVERTISING OBJECTIVES (continued) 
* Describes Du Pont's approach to setting advertising goals and mea- 
suring results, June, p. 110. 
® Seven yardsticks measure ad success at Jones § Lamson, June, p.114. 


ADVERTISING RESEARCH, see also READERSHIP, REPEAT ADVERTISING 
How Du Pont pre-tests ads to find which of two themes is best for 
a major campaign, May, p. 106. 
IARI publishes first part of direct mail study, May, p. 142. 

* Describes Du Pont's approach to setting advertising goals and mea- 
suring results, June, p. 110. 

* Seven yardsticks measure ad success at Jones § Lamson, June, p. 114. 

* Westinghouse measures itself in $8-billion market. Ads increase 
customer awareness 78%, June, p. 116. 

* New evidence of ad values. McGraw-Hill studies indicate that in- 
creased advertising lowers selling costs, Aug., p. 81. (See also 
Editorial, Sept., p. 99, and July, p. 42). 

Current marketing problems spotlighted at McGraw-Hill's ‘Seminar 

on Measured Marketing,’ Oct., p. 156. 

Two votes for advertising; one against. Sales Executives Forum 
examine evidence on value of advertising, Nov., p. 116. 

What's advertising supposed to do? Bernstein discusses McGraw-Hill 
study of a between sales expense and use of advertising, 
Nov., p. 135. 

How research helps set ad programs told at IARI forums, Nov., p. 164. 


ADVERTISING VOLUME 
Monthly business paper ad volume: Jan., p. 140; Feb., p. 144; Mar., 
p. 128; Apr., p. 135; May, p. 140; June, p. 198; July, p. 164; 
Aug., p. 154; Sept., p. 200; Oct., p. 186; Nov., p. 198; Dec., 
ov. 161. (Feb. through May issues show summary only. Figures for 
individual business papers not given). 
Will business papers set dollar volume record this year? Annual 
study, Oct., p. 194. 
Economist Ross E, Smyth predicts 8% dollar volume increase for 
business papers in 1964, Dec., p. 147. 


AFRICA 
The challenge of the African market, Dec., p. 29. 


AGENCY-CLIENT RELATIONS, see ADVERTISING AGENCIES 


AIA NEWS, see also ASSOCIATION OF INDUSTRIAL ADVERTISERS, AIA NEWSLETTER 
AIA confirms Robert Griffiths as managing director, Jan., p. 134. 
Mid-winter AIA board meeting looks for new directions, Feb., p. 138. 
mer week-long program for future industrial admen, Feb., 

Pp. ° 

AIA publishes ‘careers' booklet for students, Apr., p. 153. 
Attitudes toward commission system changing, Kenneth R. Davis 
tells N. Y. chapter, Apr., p. 153. 





AIA NEWSLETTER 
AIA chairman, Charles Bryant, announces working agreement between 
AIA and Industrial Marketing, May, p. 37. 
Agency must tailor service to fit clients’ Ira Rubel tells Western 
New England chapter, May, p. 40. 
"Red ap program teaches students about industrial advertising, 
May, p. 42. 
IARI booklet explains Letter Grade scores, May, p. 42. 
Banzhaf tells EIA about advertising's need to educate, May, p. 43. 
4lst annual conference promises meaty fare, June, p. 35. 
Management Services Division establishes ad library in cooperation 
with Industrial Marketing, June, p. 37. 
Report of AIA's Mid-America Conference in Chicago, June, p. 38. 
Midwest Marketing Conference examines five steps in advertising 
effectiveness, June, p. 41. 
<a 41st annual AIA Conference. Report of conference, July, 
p. 35. 
Annual meeting elects Charles Wardell chairman. Adopt mitiple 
membership plan. List other new officers, July, p. 35. 
BestSeller Awards go to 20 admen, July, p. 41. 
McGraw-Hill VPs (Venezian and Kolliner) tell of value and re-use of 
industrial ads, July, p. 42. 
Designer J. Gordon Lippincott diagnoses company communications 
schizophrenia and recommends a cure, July, p. 45. 
Twelve chapters announce election of 1963-64 officers, Aug., p. 37. 
dg chapters launch ad campaign promoting advertising, Aug., 
pe 39. 
AIA moves to organize meeting on uniform audit, Aug., p. 39. 
Boston Chapter sets new post of Chairman-of-the-Board, Aug., p. 40. 
MSD adds members; pushes projects, Sept., p. 37. 
= Sy a report shows first surplus in eight years, 

t., p. e 

List of ‘Who's Who’ on the Executive Committee, Sept., p. 39. 
Lou Albee resigns as AIA VP, Sept., p. 40. 
New AIA — guide dist » sept., p. 43. 
C. V. Meconis appointed VP to replace Lou Albee, Oct., p. 43. 
eg unanimously approves revised constitution and by-laws, Oct., 
p. 43. 
—— steering committee for 42nd annual AIA Conference, Oct., 
p. 44. 
Embrace ‘marketing concept’ or lose job functions, admen warned by 
Robert F, Dick in talk before Chicago chapter, Oct., p. 45. 
Industrial admen must use new marketing tools, says Buzby in talk 
to So. California chapter, Oct., p. 48. 
Media Practices Committee has many projects for 1963-64, Oct., p. 48. 
New York ga location for HQ, according to survey of AIA members, 
Nov., p. 145. 
More time and money needed for ad measurement, Rosberg tells St. Louis 
chapter, Nov., p. 146. 
Chicago chapter internship program pays off for student and ad manager 
of Toastmaster Div., Nov., p. 148. 
Other chapters tell education programs, Nov., p. 148. 
In talk before Western New England Chapter, R. B. Reid outlines four 
approaches to help improve admen's lot, Nov., p. 150. 
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AIA NEWSLETTER (continued) 
AIA members win top awards in Houston Grand Prix II, Nov., p. 152. 
ANA releases second business publication report, Nov., p. 152. 
Thomas McCabe Jr. accepts chairmanship of 42nd Annual Conference, 
Dec., p. 129. 
New AIA campaign to sell top management on advertising is result of 
Pittsburgh Chapter efforts, Dec., p. 131. 


Ira Rubel sees more agencies going public in talk before Chicago 
: Chapter, Dec., pe 132. 


Toronto revamps chapter publication, Dec., p. 134. 
ANA issues report on ‘Provisions in Advertiser-Agency Agreements,’ 
Dec., p. 136. 


IARI Computer report available, Dec., p. 136. 


ALLIS-CHALMERS MFG, CO. 


7,500 farmers and dealers get free trip in ‘buy a tractor and take a 
trip' promotion, Mar., p. 100. 


How Allis-Chalmers arrived at its new corporate campaign. AIA report, 
July, p. 94. 


ALT, E. E., JR. 


* Corn Products uses 'media dominance’ to provide effective advertising 
support for its industrial products, June, p. 129. 


ALUMINUM 00. OF AMERICA 
Alcoa changes its trademark, Feb., p. 120. 


Bathing beauties sell boat-builders on Alcoa marine aluminum, AIA 
Best Seller award, July, p. 82. 


AMERICAN MACHINE §& FOUNDRY CO. 


Monorail carrying AMF to a new transportation market, Sept., p. 67. 


AMERICAN MANAGEMENT ASSOCIATION 


Increasing emphasis on product planning according to AMA research 
report, Aug., p. 57. 


AMERICAN MARKETING ASSOCIATION 


Marketing men in corporate posts criticized and praised at AMA 
conference, Aug., p. 137. 


ANACONDA ALUMINUM CO, 


25,000 plants add up to how many prospects? How Anaconda Aluminum 


solved problem of finding new prospects for its increased production 
facilities, Mar., p. 71. 


ANACONDA AMERICAN BRASS CO. 


Do-it-yourself private trade show gets results for Anaconda American 
Brass, June, p. 146. 


ANKEN CHEMICAL §& FILM CORP. 


How to turn salesmen into profit-building experts by training them 
to analyze the needs of their customers. Describes Anken Chemical 
program, Aug., p. 106. 





ANNIVERSARIES 


Making company birthdays wor. a celebration (LaSalle Steel Co.), 
June, p. 139. 


ANNUAL REPORTS 
What you can leam from the year's best annual reports, Dec., p. 98. 


APPLETON ELECTRIC OO. 


Display room serves Appleton Electric as a sales demonstration and 
training center, Jan., p. 104. 


New catalog modernizes Appleton Electric's operations, Feb., p. 72. 


ARNALL, PAUL M. 


Lunkenheimer president says cutthroat buying (and selling) peril’ 
industrial distributors, Apr., p. 89. 


ASSOCIATED BUSINESS PUBLICATIONS 


Seven top winners tell how they won in 21st annual ABP competition, 
May, p. 89. 

ABP s 12th annual tabulation of leading business paper advertisers, 
May, p. 110. 

ABP membership for 'non-paid’ publications to be considered, Aug., 
p. 136. 

Audit of reader service requests as proof of readership suggested 
by Russell L. Putman, Sept., p. 172. 

ABP official defines ‘request circulation,’ Nov., p. 171. 


ASSOCIATION OF INDUSTRIAL ADVERTISERS, see also AIA NEWS, AIA NEWSLETTER 
Sid Bernstein heralds AIA Newsletter and urges AIA to get going, 
May, p. 125. 
IM's report on the 4lst annual AIA conference. Alcoa wins BestSeller 
Award, July, p. 82. 


ASSOCIATION OF NATIONAL ADVERTISERS 
Issue report on ‘Provisions in Advertiser-Agency Agreements,' Dec., 
p. 136. 


AUDIO-VISUAL AIDS, see also VIDEOTAPE, FILMS 
Practical tips on visual aids for industrial salesmen, Jan., p. 80. 
Lindberg's slide sales presentation can be tailored to suit pros- . 
pect's needs, May, p. 119. 


AUDITBUREAU OF CIRCULATIONS 
Fifty years of circulation audits (Editorial), Dec., p. 75. 
ABC adopts rules governing 'non-paid request’ circulation, Dec., 
p. 142. 


AUDITS 
Advertising association reaction to G. Carroll Buzby's single audit 
form proposal, Apr., p. 144. 








AUDITS (continued) 
Audit of reader service requests as proof of readership suggested 
by Russell L, Putman, Sept., p. 172. 
McGraw-Hill changes Product Engineering and Nation's Schools over to 
partially controlled circulation basis, Oct., p. 87. 
ABP official defines ‘request circulation,’ Nov., p. 171. 


AUSTRALIA 
Australian economy shows upward trend, Sept., p. 19. 


AUTOMATION, see COMPUTERS 


AUTOMATIC SWITGI CO. 


How Automatic Switch found what engineers want in direct mail, 
Mar., p. 74. 


Good ads never die .. they just sell away. After — years, Automatic 
Switch ad still pulls inquiries and readership, Nov., p. 123. 


AVERY LABEL CO. 
Avery Label ads arouse buyers' interest in low-cost item, Dec., p. 88. 


AWARDS 


Copy Chasers select Volkswagen marketing manager, Paul R, Lee as 
Industrial Advertising Man-of-the-Year, Jan., p. 115. (ir. Lee tells 
his philosophy of advertising, p. 120). 

Seven top winners tell how they won in 21st annual ABP competition, 
May, p. 89. 

AIA BestSeller awards go to twenty admen, July, p. 41. 

Bathing beauties sell boat-builders on Alcoa marine aluminum. AIA 
BestSeller award, July, p. 82. 


IM to sponsor competition for marketing research, Oct., p. 160. 


IM honors business papers in 25th annual editorial competition. List 
of winners, Dec., p. 108. 


Name winners of Cleveland tf Club's ad contest, Dec., p. 142. 


AXTHELM, R. E. 


A. 6. Smith uses outlandish metal horse as trade ‘symbol in ads, at 
trade shows and as a sales promotion device, Apr., p. 104. 


BABCOCK § WILCOX O00. 


*Fisheye' photo solves display problem for Babcock & Wilcox, Apr., 
p. 102. 


BAGGER, N. BRUCE 
A marketing man looks at business paper space reps., Mar., p. 78. 


BARRICK, BOYD B. 


* rag ‘Unimarket' does for Raytheon. Describes new distribution system, 
«> Pe 84, 


BARRY, JOHN W. 
' * A guide to better methods of sales compensation, May, p. 97. 





BELGIUM 
Brussels attract more U. S. firms, July, p. 21. 


BERMAN LEASING CO. 


nig Co. booklet personalizes truck leasing sales story, July, 
p. 119. 


BERNARD, FRED 
Ten commandments for effective agency relationships, Apr., p. 88. 


SID BERNSTEIN SAYS 
How to exercise a good influence in selecting business publication 
media. Consider business ethics of the publication, Jan., p. 107. 
Once more into the meeting breech, Feb., p. 123. 
Don't be afraid to repeat those ads, is conclusion of IARI study of 
repeat advertising, Mar., p. 109. 
Most fascinating story of the year, Apr., p. 125. 
All right, AIA, let's get moving! May, p. 125. 
Why salesmen have short noses, when they refuse to publicize the 
accounts they have sold, June, p. 153. 
What do you do when costs go up, in answer to complaint of rate 
increases, July, p. 123. 
Publishing moves toward unity could aid advertisers, Aug., p. 113. 
Here's real use for ‘extra’ business papers, Sept., p. 135. 
Why do business papers cry so much? Oct., p. 139. 
What's advertising supposed to do? Discusses McGraw-Hill sty of 
age apse lotusen sales expense and use of advertising, Nov., 
p. 135. 
To boost volume, sell now, not later, Dec., p. 117. 


BESLY, MORRIS C. 


Home movies give National Laboratories’ new products big sales 
send-off, Aug., Pp. 96, 


BINGO CARDS, see INQUIRIES 


BONUS PLANS 
NICB report discusses bonus plans, Jan., p. 133. 


BOOK REVIEWS 
Industrial Advertising, by Frederick Messner, Feb., p. 33. 
Bacon's Publicity Checker, 1963 ed., Feb., p. 33. 
Quantitative Techniques in Marketing Analysis, edited by Frank, 
Kuehn, and Massy, Apr., p. 160. 
Directory of Directors, published by Financial Post, Apr., p. 160. 
Fortune Plant and Product Directory, 1963 ed., for., p. 160. 
Miracles of Marketing, published by Irving Levy, Apr., p. 160. 
Buyers Guide to Imported German Products, published by Nordeman 
Publishing Co., Apr., p. 160. 
How to Become an Advertising Man, by James Webb Young, July, p. 163. 
A Geography of Manufacturing, by E. Willard Miller, July, p. 163. 
Readings in Marketing, edited by Walters, Snider, and Sweet, 
Aug., pe 153. 





BOOK REVIEWS (continued) 
Measuring Advertising Effectiveness, by Lucas and Britt, Aug., 
p. 153. 
Chicago Geographic Manufacturers Directory, 1963 ed., published by 
Manufacturers' News, Aug., p. 153. 
Purchasing Agents Forum, published by Consolidated Reporting Co., 
Aug., p. 153. 
Industrial Marketing in Canada, by J. D. Willis, Sept., p. 196. 
Engineering § Technical Conventions, a list published by Industrial 
Relations News, Sept., p. 196. 
Information Retrieval Management, edited by Hattery and McCormick, 
Sept., p. 196. 
Profits and Profit Evaluation Sources, published by Econo Trends 
Publishing Co., Sept.,p. 197. 
100 Ways to Start, Build and Operate Your Own Mail Order Business, 
by Whitt Schultz, Sept., p. 197. 
Leasing of Industrial Equipment, by Richard Vancil, Sept., p. 197. 
Planning for Company Growth, published by McGraw-Hill Book Co., 
Oct., p. 184. 
Trademark Licensing--Domestic and Foreign, published by the United 
States Trademark Association, Oct., p. 184. 
Conducting Sales Meetings, by Lapp and Dauner, Oct., p. 185. 
A Basic Bibliography on Marketing Research, compiled by Hugh Wales, 
Oct., p. 185. 
Innovation: Key to Marketing Progress, proceedings of the 46th 
national conference of the American Marketing Assn., Nov., p. 196. 
Plant Location, published by Simmons-Boardman Publishing Co., 
Nov., p. 196. 
Lee Direct Visual Control Streamlined Copyfitting Manual, published 
by Arthur B. Lee, Nov., p. 196. 
Leasing versus Buying, published by the National Assn. of Purchasing 
Agents, Nov., p. 196. 
How to Use Mail Order for Profit, by James E. Howard, Nov. p. 196. 
Exporting to Latin America, edited by Carl H. Madden, Dec., p. 158. 
Bacon's Publicity Checker, 1964 ed., Dec., p. 158. 
Metalworking Marketing Handbook, published by Fred Wittner Co., 
Dec., p. 158. 


This is My Line, by Alan S, Cole. Published by Associated Business 
Publications, Dec., p. 158. 


BOOZ, ALLEN § HAMILTON INC, 


Overseas activities of U. S. companies profiled in Booz, Allen 
report, Aug., p. 160. 


BORG EQUIPMENT DIV. , AMPHENOL-BORG CORP. 
New package spruces up Borg's product line, Mar., p. 81. 


BRAINSTORMING 


Navan Products apply brainstorming to encourage sales and marketing 
suggestions, Dec., p. 140. 


BRESKIN PUBLICATIONS 
Plan merger of McGraw-Hill and Breskin Publications, Oct., p. 163. 
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BROOKS, ARTHUR J. 


A humorous account of what industrial ad managers are made of, Feb., 
p. 92. 


BUCYRUS-ERIE (CO. 
* How Bucyrus-Erie introduced a new product at a trade show, May, p. 102. 


BUILDING MATERIALS : 
What's happening in home building? Discussion at seminar sponsored 
by E. R. Hollingsworth § Assoc., May, p. 61. 


BUSINESS FORECASTS, see FORECASTS 


BUSINESS INTERNATIONAL 


Foreign investment climate changing according to special BI report, 
Oct., p. 23. 


BUSINESS PAPERS, see also MERCHANDISING PUBLICATIONS 

Monthly business paper ad volume: Jan., p. 140; Feb., p. 144; Mar., 
p. 128; Apr., p. 135; May, p. 140; June, p. 198; July, p. 164; Aug., 
p. 154; Sept., p. 200; Oct., p. 186; Nov., p. 198; Dec., p. 161. 
(Feb. through May issues show summary only. Figures for individual 
business papers not given). 
A complete guide to ad readership studies. Lists readership services 
and studies planned in 1963, Jan., p. 86. 
How to exercise a good influence in selecting business publication 
media. Consider business ethics of the publication, Jan., p. 107. 
A marketing man looks at business paper space reps., Mar., p. 78. 
Here's the count on agencies’ business paper billings. Annual IM 
survey, Apr., p. 74. 
Ad rates up 4% this year, McCarty Co. study shows, Apr., p. 137. 
Advertising association reaction to G. Carroll Buzby's single audit 
form proposal, Apr., p. 144, 
Seven top winners tell how they won in 21st annual ABP competition, 
May, p. 89. 
ABP's 12th annual tabulation of leading business paper advertisers, 
May, p. 110. 

* Describes Du Pont's approach to setting advertising goals and 
measuring results, June, p. 110. 

* Seven yardsticks measure ad success at Jones §& Lamson, June, p. 114. 

* Westinghouse measures itself in $8-billion market. Ads increase 
customer awareness 78%, June, p. 116. 

* Tells how business papers can help meet the challenge of the product 
research and development ‘time bomb’, June, p. 119. 

* U. S. Steel's Harnischfeger study of value of business paper ads 
in reaching all buying levels of customer company, June, p. 122. 

* How Clark went from zero to top spot in a new market with a new 
type of product, June, p. 126. 

* Corn Products uses ‘media dominance’ to provide effective advertising 
support for its industrial products, June, p. 129. 

* Is your advertising middle-aged? Some tips on matching ‘editorial 
excitement’ with ‘selling excitement', June, p. 132. 

* Ads show customers how Kraft can be helpful, June, p. 135. 
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BUSINESS PAPERS (continued) 
Why the business press has grown (Editorial), July, p. 81. 
What do you do when costs go up, in answer to complaint of rate in- 
creases by Richardson, Thomas § Bushman agency (May, p. 69), July, 
p. 123. 
One magazine isn't enough. Agencyman shows fallacy in theory that 
advertising should be concentrated in one or two publications, 
Aug., p. 84. 
Publishing moves toward unity could aid advertisers, Aug., p. 113. 
ABP membership for 'non-paid' publications to be considered, Aug., 
p. 136. 
BPA announces changes in audit report form, Aug., p. 143. 
McGraw-Hill changes Product Engineering and Nation's Schools over to 
partially controlled circulation basis, Oct., p. 87. 


Business paper advertising alone sells nails for the Deniston Co., 
Oct., p. 122. 


Needed: new rules for ‘Bingo’ cards, Oct., p. 123. 
Why do business papers cry so much? Oct., p. 139. 
Plan merger of McGraw-Hill and Breskin Publications, Oct.,.p. 163. 


Will business papers set dollar volume record this year? Annual 
study, Oct., p. 194. 

ABP official defines ‘request circulation,' Nov., p. 171. 

Where to get your ads measured in 1964, List of 131 business 
publications offering readership studies in '64, Nov., p. 205. 
Fifty years of circulation audits (Editorial), Dec., p. 75. 


IM honors business papers in 25th annual editorial competition. List 
of winners, Dec., p. 108. 


ABC adopts rules governing 'non-paid request’ circulation, Dec., 
p. 142. 


Economist Ross E, Smyth predicts 8% dollar volume increase for 
business papers in 1964, Dec., p. 147. 


BUSINESS PUBLICATIONS AUDIT OF CIRCULATION 
BPA announces change in audit report form, Aug., p. 143. 


BUTLER, E. W. 
How Speer Carbon successfully launched a new product, Nov., p. 104. 


CAMBRIDGE WIRE CLOTH CO. 


How research solved three marketing problems for Cambridge Wire 
Cloth, Nov., p. 102. 


CAMERON, A. HAROLD 
The coming ‘common market' of North America, Sept., p. 150. 


CANADA 
How will marketers fare in 'new' Canadian economy? Sept., p. 142. 
The coming ‘common market’ of North America, Sept., p. 150. 
U. S.-Canadian business relations: pros and cons. Views of six 
Canadian executives, Sept., p. 154. 


Eight Canadian sales executives give advice on selling in Canada, 
Sept., p. 160. 





CAPITAL SPENDING 
'63 capital spending plans zoom to $40-million according to McGraw- 
Hill stucy, June, p. 170. 
U. S. capital spending to rise 4% next year, according to McGraw-Hill 
study, Dec., p. 141. 


CAREER IN ADVERTISING, see ADVERTISING AS A CAREER 


CASE HISTORIES 


* How to get case histories from field salesmen. Answers from four 
sales executives who favor case history reporting, Feb., p. 100. 
Four negative views, Mar., p. 98. 


How can you get customers to release case histories? Dec., p. 36. 


CASE STUDIES 
* How Xerox stormed the photo copier field, Sept., p. 100. 


Rust-Oleum stops rust and competitors with outstanding marketing 
program and sizable ad expenditure, Nov., p. 106. 


CATALOGS 
New catalog modernizes Appleton Electric's operations, Feb., p. 72. 


CENSUS BUREAU 


Is your marketing map cut out of kilter? Census of Manufactures gives 
useful information for setting sales quotas, May, p. 82. 


CHEMICALS 


How can you advertise azobisisobutyronitrile? Copy Chasers examine 
chemical industry advertising, Mar., p. 123. 


CITY PROMOTIONS 


City for sale. How Dallas sold itself to industry through advertis- 
ing, Dec., p. 92. 


CLARK EQUIPMENT CO, 


* How Clark went from zero to top spot in a new market with a new type 
of product, June, p. 126. 


CLEVELAND tf CLUB. 
Name winners of club's ad contest, Dec., p. 142. 


COATING PRODUCTS INC. 


Versatile ads stretch Coating Products small budget 15 ways, Aug., 
p. 100. 


COLOR 
How to use color in industrial ads to best advantage, Feb., p. 108. 


COLUMBIA, SOUTH AMERICA 
Columbia is ripe for development, June, p. 19. 


COMMON MARKET, see also EUROPEAN COMMON MARKET 
The coming ‘common market’ of North America, Sept., p. 150. 








COMPETITION 


Scott Paper campaign for paper towels hits hard at competition in 
the public building field. ABP winner, May, p. 90. 


COMPUTERS 
Computers in media evaluation (Editorial), Jan., p. 65. 


Computers increasingly used in sales forecasting, NICB study reveals, 
Mar., p. 47. 


Computers pose no threat to business papers, ABP told by Charles 
Rumrill, Mar., p. 128. 


Bright colors and copy boost Honeywell in computer field against big 
competition. ABP winner, May, p. 90. 


CONNABLE , CARL , 
Twenty-eight ways to drive your copywriters crazy, Sept., p. 114. 


CONTESTS 
Autolite promotes new trademark to dealurs and distributors with 
doodle contest, Jan., p. 112. 
7,500 farmers and dealers get free trip in ‘buy a tractor and take a 
trip’ promotion, Mar., p. 100. 
Salesmen in G-E's Service Shops Department accomplish impossible tasks 
during ‘mountain climb’ contest, Sept., p. 130. 


CONVENTIONS §& MEETINGS, see also MEETING DATES, TRADE SHOWS §& EXHIBITS 
Once more Sid Bernstein criticizes meeting programs, Feb., p. 123. 


COOPERATIVE ADVERTISING 
What are the ground rules for co-op advertising? Feb., p. 26. 
An expert tells about cooperative advertising, as an answer to 
‘problem’ posed in Feb. IM (p. 26), Apr., p. 103. 


COPY, see also COPY CHASERS, WHICH AD ATTRACTED MORE READERS? 
How to use color in industrial ads to best advantage, Feb., p. 108. 
A basic information advertising and direct mail campaign helps 
Fenwall sell complex equipment, Mar., p. 96. 
A. 0. Smith uses outlandish metal horse as trade symbol in ads, at 
trade shows and as a sales promotion device, Apr., p. 104. 
3M Co. insert shows Scotchlite sample to prospects. ABP winner, 
May, p. 89. 
Bright colors and copy boost Honeywell in computer field against 
big competition. ABP winner, May, p. 90. 
Scott Paper campaign for paper towels hits hard at competition in 
the public building field. ABP winner, “May, p. 90. 
Wyandotte puts across its 'key chemicals’ theme by stressing end use 
of their products. ABP winner, May, p. 91. 
Polaroid advertises new type of film to the institutional market to 
increase sales, ABP winner, May, p. 92. 
Skinner ads beat back competitive threat in the valve field. ABP 
winner, May, p. 92. 
Republic Aviation's institutional campaign helps resell the F-105D 
jet to the government. ABP winner, May, p. 93. 





COPY (continued) 

* How Clark went from zero to top spot in a new market with a new type 
of product, June, p. 126. 

* Comm Products uses ‘media dominance’ to provide effective advertising 
support for its industrial products, June, p. 129. 

* Is your advertising middle-aged? Some tips on matching ‘editorial 
excitement’ with ‘selling excitement’, June, p. 132. 

* Ads show customers how Kraft can be helpful, June, p. 135. 

- Venezian tells industrial admen how to save $40-million a year thru 
re-use of creative elements of ads, in speech before AIA Conference, 
July, p. 42. 

* Don't be afraid to be different. Look beyond the usual to unusual 
techniques and media. AIA report, July, p. 89. 

A proposal for; improving industrial ad criticism. An agencyman crit- 
icizes the Copy Chasers, July, p. 105. (See also Letters, Sept., p. 11). 
Versatile ads stretch Coating Products small budget 15 ways, Aug., 

p. 100. 

Twenty-eight ways to drive your copywriters crazy, Sept., p. 114. 
Corhart Refractories uses mathematics theme for ad campaign pro- 
moting high cost, long wearing product, Oct., p. 116. 

Graphic is the word for Wade. Unusual ads promote new trademark, new 
package, plus salesmen and service with little copy, Oct., p. 117. 
Instant ads .. quick and easy. A humorous approach, Oct., p. 120. 
Two ads teach a lesson that an ad's visual approach can make a 

big difference, Nov., p. 101. 

Glidden gives distinct identity to strongly competitive paint 

product in ad series, Nov., p. 117. 

Good ads never die .. they just sell away. After eight years, 


Automatic Switch ad still pulls inquiries and readership, Nov., 

p. 123. 

How combination ads sell combinations of food-handling machines for 
Hobart Mfg., Dec., p. 96. 


COPY CHASERS 
Select Volkswagen's Paul R. Lee as Industrial Adman-of-the-Year, 
Jan., p. 115, 
Cite four campaigns that were runners-up in Adman-of-the-Year com- 
petition, Feb., p. 135. 
How can you advertise azobisisobutyronitrile? Examine chemical 
industry ads, Mar., p. 123. 
A look at 1963 business paper ads. Find nothing new, Apr., p. 127. 
The easy way out for ad creators. Compile assortment of cliches, 
poor puns, etc. used in ads, May, p. 133. 
Photocopier copy confuses Copy Chasers, June, p. 163. 
Nine brave readers ask for comments on their ads, July, p. 129. 
Some ads should be framed; others burned and buried, Aug., p. 127. 
Nostalgia, puns and things, Sept., p. 165. 
Why can't ad copywriters match news reporters? Oct., p. 147. 
Ad ideas: good and bad. A look at some unusual ads, Nov., p. 155. 
Do merchandising ad still deserve contempt? Dec., p. 121. 
A proposal for improving industrial ad criticism. An agencyman 
Bp e Copy Chasers, July, p. 105. (See also Letters, 

t., p. 11). 








COPY CHASERS (continued) 
The vote is in; Copy Chasers win approval of readers in argument 
with Feb Grumman, Dec., p. 126. 


COPYWRITERS 
Twenty-eight ways to drive your copywriters crazy, Sept., p. 114. 
Why can't advertising copywriters match news reporters? Oct., p. 147. 


CORHART REFRACTORIES CO. 
Corhart Refractories uses mathematics theme for ad campaign promoting 
high cost, long wearing product, Oct., p. 116. 


CORN PRODUCTS SALES CO. 
* Corn Products uses 'media dominance’ to provide effective advertising 
support for its industrial products, June., p. 129. 


CORPORATE IMAGE 
Ad tells why Ohio Brass advertises, Jan., p. 83. 
How a small company, New England Nuclear, built a national reputation 
for its specialized chemicals, Feb., p. 90. 
Designer, J. Gordon Lippincott, discusses company communications 
schizophrenia and recommends a cure in AIA Conference talk, July, 
p. 45. 


How Allis-Chalmers arrived at its new corporate campaign. AIA report, 
July, p. 94. 


Klemp's tiger theme encourages confidence in sales force and helps re- 
build aggressive corporate image, Nov., p. 129. 


CREDIT AND FINANCING 


What role should credit and financing play in marketing. Top Manage- 
ment Forum expresses views, June, p. 154; July, p. 124. 


CUSTOMER RELATIONS 


Bathing beauties sell boat-builders on Alcoa marine aluminum, AIA 
BestSeller award, July, p. 82. 


CUSTOMER SERVICE 


Salesmen in G-E's Service Shops Department accomplish impossible tasks 
during ‘mountain climb' contest, Sept., p. 130. 


CUSTOMER TRAINING 
Parker-Kalon fights back with education in battle against price-cutting 
and de-emphasis of quality in the fastener industry, Oct., p. 101. 


DALLAS, TEXAS 
City for sale. How Dallas sold itself to industry through advertising, 
Dec., p. 92. 


DAVIS, ROBERT L, 
* Ads show customers how Kraft can be helpful, June, p. 135. 


DEFENSE MARKET 
It's getting easier to sell to the military, Apr., p. 51. 
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DEFENSE MARKET (continued) 
Republic Aviation's institutional campaign helps resell the F-105D 
jet to the government. ABP winner, May, p. 93. 
A new ms oy the defense ad hassle by a business paper publisher, 
Oct., p. 118. 


DELLA CORTE, FRANK 


How to automate selection of publicity media. Describes system set up 
by Fairchild Camera, Aug., p. 102. 


DENHAM, A. F. 
One magazine isn't enough. Agencyman shows fallacy in theory that 
advertising should be concentrated in one or two publications, Aug., 
p. 84. 


DENISTON CO. 


Business paper advertising alone sells nails for the Deniston Co., 
Oct., p. 122. 


DIRECT MAIL, see also SAMPLING 
How Westinghouse made salesmen make early morning calls with refreshing 
sales presentation and direct mail program, Jan., p. 101. 
* A guide for improving industrial direct mail, Feb., p. 94. 
So mailers build profits and sales for small company, 
«, p- 103. 
How Automatic Switch found what engineers want in direct mail, 
Mar., p. 74. 
A basic information advertising and direct mail campaign helps Fenwall 
sell complex equipment, Mar., p. 96. 
How Onan's grass roots’ mailings build markets and profits, May, p. 116. 
IARI publishes first part of direct mail study, May, p. 142. 
Don't be afraid to be different. Look beyond the usual to unusual 
techniques and media. AIA report, July, p. 89. 
Blockbuster mail campaign to top executives gets qualified sales 
leads for Linde Div., Nov., p. 125. 
Slant/Fin Radiator woos wholesalers with three-dimensional mailers, 
Dec., p. 102. 
Barbecue opens new Standard Insulation plant; makes customers and 
prospects aware of recent merger with Armour, Dec., p. 103. 


DISTRIBUTORS AND DISTRIBUTION 

Reorganizing distribution for higher profits. Describes process at 
fictitious “Hypo” Co., Feb., p. 77. 

* What ‘Unimarket' does for Raytheon. Describes new distribution system, 
Feb. 9 Pe 84, 

* How Mallinckrodt makes marketing a teamwork affair by coordinating 
advertising, promotion and sales efforts, Mar., p. 66. 
Lunkenheimer president says cutthroat buying (and selling) peril 
industrial distributors, Apr., p. 89. 
How can you locate ‘ultimate’ customers, June, p. 24. 
Distributor is more important (Editorial), June, p. 107. 
What is the best distribution pattem? July, p. 26. 








DISTRIBUTORS AND DISTRIBUTION (continued) 
Dorr-Oliver uses trading stamps as a sales incentive to induce 
distributors to spend more time on their line, July, p. 116. 
Distributors need advertising education, Triple Industrial Supply 
convention told, July, p. 142. 
Here comes vertical marketing; a new relationship among manufac- 
turers, distributors and manufacturers' agents, Sept., p. 123. 
Distributors find Steelcraft training school isn't all speeches. 
They learn how products can be used, Oct., p. 124. 
Rust-Oleum stops rust and competitors with outstanding marketing 
program and sizable ad expenditure, Nov., p. 106. 
Do merchandising ads aimed at the middleman still deserve con- 
tempt? Dec., p. 121. 


F, W. DODGE CORP. 
Economists see tax policy as key to 1963 economy according to 
F, W, Dodge survey, Jan., p. 124, 


DORR-OLIVER INC. 
Dorr-Oliver uses trading stamps as a sales incentive to induce dis- 
tributors to spend more time on their line, July, p. 116. 


DUGGAN, A. L. 
How to use color in industrial ads to best advantage, Feb., p. 108. 


E. I. duPONT de NEMOURS § CO. 
How duPont pre-tests ads to find which of two themes is best for a 
major campaign, May, p. 106. 


* Describes duPont's approach to setting advertising goals and mea- 
suring results, June, p. 110. 


EDITORIALLY SPEAKING 
Computers in media evaluation, Jan., p. 65. 
Just what does advertising do? Feb., p. 71. 
Getting more cut of industrial shows, Mar., p. 65. 
Business equipment market is booming, Apr., p. 73. 
How to upgrade your advertising, May, p. 81. 
The distributor is more important in industrial selling, June, 
p. 107. 
Why the business press has grown, July, p. 81. 
Glad hand for idea men among salesmen, Aug., p. 75. 
How to reduce sales expense, Sept.,p.99. 
Market research is no~ a luwuwry, Oct., p. 97. 
The editors have the _loor in IM's annual competition, Nov., p. 93. 
Fifty years of circulation audits, Dec., p. 75. 


EGGERT, F. JOHN 


Are you selling the man at the drawing board with your sales 
literature? July, p. 113. 


EKCO CONTAINERS INC, 
Ekco uses mobile ‘Packaging Center’ unit to reach big and little 
buyers, Apr., p. 90. 





ELECTRIC AUTOLITE OO. 


Autolite promotes new trademark to dealers and distributors with 
doodle contest, Jan., p. 112. 


ELECTRONIC DATA PROCESSING, see COMPUTERS 


BLECTRONICS 
Electronics market profile to change, June, p. 69. 


ELLIOT, MELVIN 
* Corn Products uses ‘media dominance’ to provide effective adver- 
tising support for its industrial products, June, p. 129. 


ENCYCLOPEDIA OF MARKETING 


* A complete guide to ad readership studies, by Rosberg, Jan., p. 86. 
* A guide for improving industrial direct mail, by Lewis, Feb. , 
p. 94. 


* A basic guide to exporting, Mar., p. 88. 
* Finding the right advertising agency for an industrial company, by 
Groesbeck, Apr., p. 78. 


* A guide to better methods of sales compensation, by Barry, May, 
p. 97. 


* A basic guide to planning new products, by Murdick, Aug., p. 91. 

* A basic guide to inquiry servicing, by Fairbairn, Sept., p. 118. 

* What you — know about sales forecasting, by Schoonmaker, 
Oct. » Pp. ® 


* What you should know about traveling promotional shows, by Green, 
Nov., p. 94. 


ENGINEERS 


How ” gen Switch found what engineers want in direct mail, iar., 
p. 74. 


Training seminar for electronic design engineers takes to the rails, 
Oct., p. 129, 


EUROPEAN COMMON MARKET 
EEC market data available monthly, Feb., p. 21. 
ECM is uncommon market for advertising according to Marsteller 
executive, Harold Burson, Aug., p. 23. 


EVANS, EDWARD N. 


How research solved three marketing problems for Cambridge Wire 
Cloth, Nov., p. 102. 


EVANS, J. W. 


Business paper advertising alone sells nails for the Deniston Co., 
Oct., p. 122. 


EXECUTIVES 
i aca dl role in marketing according to NICB survey, July, 
p. 63. 


What is top executive's role in the marketing activities of his 
company? Aug., p. 116. 





EXECUTIVES (continued) 


Marketing men in corporate posts criticized and praised at American 
Marketing Assn. conference, Aug., p. 137. 


EXPENSE ACCOUNTS 
New IRS rules could make a better sales manager of you, Sept., p. 109. 


EXPORT ADVERTISING, see INTERNATIONAL ADVERTISING 


EXPORTS, see FOREIGN TRADE 
FACTFILE, see ADVERTISING VOLUME 


FAIRBAIRN, JOHN B. 
* A basic guide to inquiry servicing, Sept., p. 118. 


FAIRCHILD CAMERA §& INSTRUMENT CORP. 


How to automate selection of. publicity media. Describes system set 
up by Fairchild Camera, Aug., p. 102. 


FEDERAL MOGUL SERVICE 
Federal-Mogul trains salesmen by mail, Jan., p. 77. 


FENWAL INC. 


A basic information advertising and direct mail campaign helps Fenwall 
sell complex equipment, Mar., p. 96. 


FILMS 


Home movies give National Laboratories’ new products big sales send- 
off, Aug., p. 96. 


FINANCIAL WORLD (magazine) 
What you can learn from the year's best annual reports, Dec., p. 98. 


FORECASTS 
‘63 capital spending plans zoom to $40-million according to McGraw- 
Hill study, June, p. 170. 
U. S. capital spending to rise 4% next year, according to McGraw-Hill 
study, Dec., p. 141. 


Economist Ross E. Smyth predicts 8% dollar volume increase for busi- 
ness papers in 1964, Dec., p. 147. 


FOREIGN TRADE, see also INTERNATIONAL ADVERTISING, INTERNATIONAL MARKETING 
REPORT 


* Why can't we do better in world trade? Mar., p. 82. 


* How a small company, Partlow Corp., builds overseas sales, Mar., 
p. 84. 


* A basic guide to exporting, Mar., p. 88. 
Can we boost exports by 10% in 1963? Seven executives say yes, Feb., 
p. 126. Five executives take negative view, Mar., p. 110. 


Increased foreign competition coming, International Harvester exec. 
wams at Chicago World Trade Conference, Apr., p. 135. 





FOREIGN TRADE, see also INTERNATIONAL ADVERTISING, INTERNATIONAL MARKETING 
REPORT (continued) 
100 export ‘opportunities' cited by government official at NICB 
meeting, May, p. 140. 
Internal vs. external export sales management, Aug., p. 28. 
Overseas activities of U. S. companies profiled in Booz, Allen 
report, Aug., p. 160. 
How will marketers fare in ‘new' Canadian economy? Sept., p. 142. 
The coming ‘common market’ of North America, Sept., p. 150. 
U. S.-Canadian business relations: pros and cons. Views of six 
Canadian executives, Sept., p. 154. 
Eight mar sales executives give advice on selling in Canada, 
Sept., p. 160. 


GENERAL ELECTRIC CO, 
G-E tests tv as promotion for its industrial services, May, p. 151. 
Sophisticated systems shift industrial sales strategy. Here's why 
GE salesmen now sell automated systems, while GE distributors handle 
more single product sales, July, p. 86. 


Salesmen in G-E's Service Shops Department accomplish impossible 
tasks during ‘mountain climb‘ contest, Sept., p. 130. 


GLIDDEN 00. 


Give distinct identity to strongly competitive paint product in ad 
series, Nov., p. 117. 


GREECE 
Greece looks good for sales and investments, Apr., p. 23. 


GREEN, GEORGE W, 
* What you should know about traveling promotional shows, Nov., p. 94. 
Help stamp out myths that are giving advertising a bad name, AIA 
report, July, p. 85. 


GREIF, LUCIEN R. 
How to handle publicity photo captions, May, p. 122. 


GROESBECK, KENNETH 
* Finding the right ad agency for an industrial company, Apr., p. 78. 


GRUMMAN, FEB | 
A proposal for improving industrial ad criticism. An agencyman 
criticizes the Copy Chasers, July, p. 105. (See also Letters, 
Sept., p. 11). 


The vote is in; Copy Chasers win approval of readers in argument 
with Grumman, Dec., p. 126. 


HARNISCHFEGER CORP. 


* U. S. Steel's Harnischfeger study of value of business paper ads in 
reaching all buying levels of customer company, June, p. 122. 


HEARD, DRAYTON, JR. 


® Westinghouse measures itself in $8-billion market. Ads increase 
customer awareness 78%, June, p. 116. 
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HENDRICKS, D. E., JR. 
* Tells how business papers can help meet the challenge of the product 
research and development ‘time bomb', June, p. 119. 


HENRY, DONALD F,. 
25,000 plants add up to how many prospects? How Anaconda Aluminum 


solved problem of finding new prospects for its increased production 
facilities, Mar., Pp. 71. 


HENRY, PORTER 
* Seven ways to break through sales objections, Nov., p. 113. 


HILL, JOHN G, 
Exhibitor's syndrome: a diagnosis, Mar., p. 76. 


HILL, W. CLAYTON 
Reorganizing distribution for higher profits. Describes process at 
fictitious "Hypo" Co., Feb., p. 77. 


HOBART MFG. OO. 


How combination ads sell combinations of food-handling machines 
for Hobart, Dec., p. 96. 


HOFFMAN, HAROLD 
* U. S. Steel's Harnischfeger study of value of business paper ads in 
reaching all buying levels of customer company, June, p. 122. 


HOMELITE DIV., TEXTRON INC, 
How Homelite pinpoints sales potentials, Jan., p. 74. 


HOMEVCOD CABINET TOP CO. 


Do-it-yourself mailers build profits and sales for small company, 
Feb., p. 103. 


HUMOR 


Two ads teach a lesson that an ad's visual approach can make a big 
difference, Nov., p. 101. 


ILLUSTRATIONS 


Two ads teach a lesson that an ad's visual approach can make a big 
difference, Nov., p. 101. 


INDUSTRIAL ADVERTISING RESEARCI INSTITUTE 
No readership loss for repeat ads, IARI study says, Feb., p. 144, 
Don't be afraid to repeat those ads, is conclusion of IARI study 
of repeat advertising, Mar., p. 109. 
Issue booklet explaining Letter Grade Score, May, p. 42. 
IARI publishes first part of direct mail study, May, p. 142. 
How research helps set ad programs told at IARI forums, Nov., p. 164. 
wa iy develop plans for standardized audience studies, Nov., 
p. 166. 
Issue report on seminar on the Use of Computers for Business Paper 
Media Data Research, Dec., p. 136. 
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INDUSTRIAL MARKETING (magazine) 

_ Media-Market-Planning Guide goes semi-annual, Feb., p. 152. 
IM to sponsor competition for marketing research, Oct., p. 160. 
IM honors business papers in 25th annual editorial competition. 
List of winners, Dec., p. 108. 


INDUSTRIAL SALES EXECUTIVES FORUM 
How to split a sales territory gracefully, Jan., p. 98. 

* How to get case histories from field salesmen. Answers from four 
executives who favor case hsitory reporting, Feb., p. 100. Four 
negative views, Mar., p. 98. 

How to get salesmen to follow-up ad inquiries, Apr., p. 98. 
Sales meetings: how many are too many? May, p. 94. 

Give your salesmen good ads and they'll use them, July, p. 110. 
How to turn salesmen into profit-building experts, Aug., p. 106. 
Canadians give advice on selling in Canada, Sept., p. 160. 

How to beat price-cutting competitions, Oct., p. 104. 

Two votes for advertising; one against, Nov., p. 116. 

What's new in marketing? Sales managers give views, Dec., p. 90. 


INDUSTRIAL SHOWS, see TRADE SHOWS § EXHIBITS 


INDUSTRIAL SITES 


City for sale. How Dallas sold itself to industry through advertising, 
Dec., p. 92. 


INQUIRIES 

How to get salesmen to follow-up ad inquiries, Apr., p. 98. 
Wilbur ve erm tell easy way to handle inquiry follow-up, 
Apr., p- 108. 

* A basic puide to inquiry servicing, Sept., p. 118. 
Good ads never die .. they just sell away. After eisht years, Auto- 
matic Switch ad still pulls inquiries and readership, Nov., p. 123. 
Needed: new rules for 'Bingo' cards, Oct., p. 123. 


INSERT 


3M Co. —" shows Scotchlite sample to prospects. ABP winner, 
May, p. 9. 


INSTITUTIONAL ADVERTISING, see also CORPORATE I?}AGE 
Republic Aviation's institutional campaign helps resell the F105D 
jet to the government. ABP winner, May, p. 93. 


INSTITUTIONAL MARKET 


Polaroid advertises new type of film to the institutional market to 
increase sales. ABP winner, May, p. 92. 


* Ads show customers how Kraft can be helpful, June, p. 135. 


INTERNAL REVENUE SERVICE 
New IRS rules could make a better sales manager of you, Sept., p. 109. 


INTERNATIONAL ADVERTISING, see also INTERNATIONAL MARKETING REPORT, 


FOREIGN TRADE 
* Why can't we do better in world trade? Mar., p. 82. 
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INTERNATIONAL ADVERTISING, see also INTERNATIONAL MARKETING REPORT, 
FOREIGN TRADE (continued) 
* How a small company, Partlow Corp., builds overseas sales, Mar., 
p. 84. 


INTERNATIONAL MARKETING REPORT 
Spotting your market overseas, Jan., p. 21. 
European Common Market market data available monthly, Feb., p. 21. 
Spain's economy shows growth trends, Mar., p. 17. 
Greece looks good for sales investment, Apr., p. 23. 
Expert (Oscar Arnay of Worthington Corp.) gives tips on overseas 
publicity, May, p. 21. 
Colombia is ripe for development, June, p. 19. 
Brussels attracts more U. S. firms, July, p. 21. 
European Common Market is uncommon market for advertising, Aug., 
p. 23. 
Australian economy shows upward trend, Sept., p. 19. 
Foreign investment climate changing, Oct., p. 23. 
Mexico's plan for industrial growth, Nov., p. 37. 
The challenge of the African market, Dec., p. 29. 


INTERNSHIP PROGRAMS, see ADVERTISING AS A CAREER 


JOHNSON, PHILIP 11, 
Instant sales meetings .. via videotape, Apr., p. 110. 


JONES §& LAMSON MACHINE CO, 
* Seven yardsticks measure ad success at Jones & Lamson, June, p. 114. 


KANER, JAY 
* Is your advertising middle-aged? Some tips on matching ‘editorial 
excitement’ with "selling excitement’, June, p. 132. 


KENNEDY, COLIN G. 
* How Clark went from zero to top spot in a new market with a new type 
of product, June, p. 126. 


KLEMP CO. 
Klemp's tiger theme encourages confidence in sales force and helps 
rebuild aggressive corporate image, Nov., p. 129. 


KNAPP, J. GORDON 
What's wrong (and right) with today's trademarks? July, p. 101. 


KOLLINER, SIM A., JR. 
* New evidence of ad values. McGraw-Hill studies indicate that in- 
creased advertising lowers selling costs, Aug., p. 81. (See also 
Editorial, Sept., p. 99, and July, p. 42). 


KRAFT FOODS 
* Ads show customers how Kraft can be helpful, June, p. 135. 


KRUGMAN, LESTER 


An expert tells about cooperative advertising, as an answer to ‘problem' 
posed in Feb. IM (p. 26), Apr., Pp. 103. 
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LANGAN, EMETT P. 
‘® Why can't we do better in world trade? Mar., p. 82. 


LaSALLE STEEL CO. 
Making company birthdays worth a celebration, June, p. 139. 


LAZO, HECTOR 
Is your marketing map out of kilter? Census of Manufactures gives 
useful information for setting sales quotas, May, p. 82. 
New products: are we organized for them? Dec., p. 82. 


LEE, PAUL R. 
* Copy Chasers select Volkswagen marketing manager, Paul R. Lec as 
Industrial Advertising Man-of-the-Year, Jan., p. 115. (Mr. Lee tells 
his philosophy of advertising, p. 120). 


LEWIS, CLINT 
* A guide for improving industrial direct mail, Feb., p. 94. 


LEWIS, MARSHALL 


*® How Clark went from zero to top spot in a new market with a new type 
product, June, p. 126. 


LINDBERG STEEL TREATING CO. 


Slide sales presentation can be tailored to suit prospect's needs, 
May, p. 119. 


LINDE DIVISION, UNION CARBIDE CORP. 


Blockbuster mail campaign to top executives gets qualified sales 
leads for Linde Div., Nov., p. 125. 


LIPPINCOTT, J. GORDON 


Discusses company commmications schizophrenia and recommends a 
cure in AIA Conference talk, July, p. 45. 


LUNKENHEIMER (0. 


President, Paul Amall, says cutthroat buying (and selling) peril 
industrial distributors, Apr., p. 89. 


MacDONALD, JAMES L. 
® Ads show customers how Kraft can be helpful, June, p. 135. 


MALLINCKRODT CHEMICAL WORKS 


* How Mallinckrodt makes marketing a teamwork affair by coordinating 
advertising, promotion and sales efforts, Mar., p. 66. 


MANUFACTURERS’ AGENTS 
Here comes vertical marketing; a new relationship among manufacturers, 
distributors and manufacturers’ agents, Sept., p. 123. 
How to keep good sales representatives, Oct., p. 126. 


MARKETING DIRECTORS 
® What is a marketing director? Based on IM survey, Aug., p. 77. 
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MARKETING DIRECTORS (continued) 
Marketing men in corporate posts criticized and praised at 
American Marketing Assn, conference, Aug., p. 137. 


MARKETING INNOVATION 
New market concept accelerates growth, according to report produced 
by Steel magazine, Dec., p. 57. 


MARKETING §& MARKETING RESEARCH, see also MARKETING MILESTONES 

* How Mallinckrodt makes marketing a teamwork affair by coordinating 
advertising, promotion and sales efforts, Nar., p. 66. 
Is marketing an ad agency function? Discussed by six company 
executives, Apr., p. 116. 
How marketing works for a small company (Yardney Electric), June, 
p. 144, 
Top management's role in marketing according to NICB survey, July, 
p. 63. 
\hat role should credit and financing play in marketing? Top 
Management Forum expresses views, June, p. 154; July, p. 124. 
What is a marketing director? Based on IM survey, Aug., p. 77. 
Value analysis--what it means to marketing, Aug., p. 86. 
What is top executive's role in the marketing activities of his 
company? Aug., p. 116. 
How Xerox stormed the photo copier field, Sept., D. 100. 
Here comes vertical marketing; a new relationship among manufacturers, 
distributors and manufacturers' agents, Sept., p. 123. 
How will marketers fare in 'new' Canadian economy? Sept., p. 142. 
Embrace ‘marketing concept' or lose job function ad managers warned 
by management consultant, Robert F. Dick, Oct., p. 45. 
Market research is not a luxury (Editorial), Oct., p. 97. 
Current marketing problems spotlighted at McGraw-Hill's ‘Seminar 
on Measured Marketing,’ Oct., p. 156. 
How research solved three marketing problems for Cambridge Wire 
Cloth, Nov., p. 102. 
Rust-Oleum stops rust and competitors with outstanding marketing 
program and sizable ad-expenditure, Nov., p. 106. 
Physical distribution gets more emphasis as a marketing function, 
Nov., p. 136; Dec., p. 137. - 
New market concept accelerates growth, according to report produced 
by Steel magazine, Dec., p. 57. 
ag ~ wield 8 market research for the smaller company, 
Dec., p. 76. 
What's new in marketing? Sales managers give views, Dec., p. 90. 


MARKETING MILESTONES (monthly digest of trends and developments) 
Jan., p. 45; Feb., p. 51; Mar., p. 47; Apr., p. 51; May, p. 61; 
June, p. 69; July, p. 63; Aug., p. 57; Sept., p. 67; Oct., p. 75; 
Nov., p. 75; Dec., p. 57. 


MAY, ROBERT C, 
Good ads never die .. they just sell away. After eight years, 
Automatic Switch ad still pulls inquiries and readership, Nov., - 
p. 123. 





McGRAI! HILL PUBLISHING CO, 
Nine executives receive new titles, Feb., p. 146. 
'63 capital spending plans zoom to $40-million according to McGraw- 
Hill study, June, p. 170. 
Executives look ahead on company's 7Sth anniversary, Aug., p. 140. 
New evidence of ad values. McGraw-Hill studies indicate that in- 
creased advertising lowers selling costs, Aug., p. 81. (See also 
Editorial, Sept., p. 99, and July, p. 42). 
Change two publications, Product Engineering and Nation's Schools 
over to partially controlled circulation basis, Oct., p. 87. 
Current marketing problems spotlighted at McGraw-Hill's ‘Seminar 
on Measured Marketing,’ Oct., p. 156. 
Plan merger of McGraw-Hill and Breskin Publications, Oct., p. 163. 
What's advertising supposed to do? Bernstein discusses McGraw-Hill 
study of relationship between sales expense and use of advertising, 
Nov., p. 135. 
U. S. capital spending to rise 4% next year, Dec., p. 141. 


MCGREW, WAYNE A. 
® How < small company, Partlow Corp., builds overseas sales, Mar., 
p. 84. 


McKINNEY, HARRIS D. 
What agencies should look for in prospective clients, Oct., p. 98. 





McNIVEN, DR. MALCOLM A. 
* Describes duPont's approach to setting advertising goals and mea- 


. suring results, June, p. 110. 


MEDIA SELECTION 

Computers in media evaluation (Editorial), Jan., p. 65. 
How to exercise a good influence in selecting business publication 
media. Consider business ethics of the publication, Jan., p. 107. 

* Don't be afraid to be different. Look beyond the usual to unusual 
techniques and media. AIA report, July, p. 89. 
Qne magazine isn't enough. Agencyman shows fallacy in theory that 
ee should be concentrated in one or two publications, Aug., 
p. eo 


MEETING DATES 
Jan., p. 136; Feb., p. 155; Mar., p. 144; Apr., p. 159; May, p. 146; 
June, p. 182; July, p. 151; Aug., p. 146; Sept., p. 181; Oct., p. 181; 
Nov., p. 190; Dec., p. 157. 


MEETINGS, see CONVENTIONS § MEETINGS, TRADE SHOWS & EXHIBITS 


MERCHANDISING 
Letter to a merchandising man (Charles Parks, Simmons Co.), in which 
"merchandising’ is defined, Nov., p. 110. 


MERCHANDISING PUBLICATIONS 
os US tae ads aimed at the middleman still deserve contempt? 
C. 9 Pp. e 





MERGERS , 
When planning acquisitions, consult market researchers says 
Jack D. Bateman of Rockwell Mfg., Feb., ». 152. 
Barbecue opens new Standard Insulation plant; makes customers and 
prospects aware of recent merger with Armour, Dec., p. 105. 


MEXICO 
Mexico's plan for industrial growth, Nov., p. 37. 


MICHALS, EDWARD 
Are you overlooking product sampling? May, p. 114. 


MILLER, GILBERT M, 
How duPont pre-tests ads to find which of two themes is best for 
a major campaign, May, p. 106. 


MILLERS FALLS 00. : 
Two ads teach a lesson that an ad's visual approach can make a big 
difference, Nov., p. 101. 


MILTON ROY CO, 
Five ways to gain publicity while holding down costs, Oct., p. 130. 


MINNEAPOLIS-HONEYWELL REGULATOR CO. 


Bright colors and copy boost Honeywell in computer field against 
big competition. ABP winner, May, p. 90. 


MINNESOTA MINING & MFG. OO. 


3M Co. insert shows Scotchlite sample to prospects, ABP winner, 
May, p. 89. 


MONTHLY BUSINESS PAPER ADVERTISING VOLUME, see ADVERTISING VOLUME 


MOSS, J. W. 
How to illustrate new product releases, Sept., p. 112. 


MURDICK, ROBERT G, 
* A basic guide to planning new products, Aug., p. 91. 


MURPHY, JAMES Wi. 
How Allis-Chalmers arrived at its new corporate campaipn. AIA 
report, July, p. 94. 


MUSE, JACK H. 


Bathing beauties sell boat-builders on Alcoa marine aluminum. AIA 
BestSeller award, July, p. 82. 


NATIONAL INDUSTRIAL CONFERENCE BOARD 
NICB report discusses bonus plans, Jan., p. 133. 
Computers increasingly used in sales forecasting, NICB study 
reveals, Mar., p. 47. 


Top management's role in marketing according to NICB survey, July, 
p. 63. 





NATIONAL INDUSTRIAL CONFERENCE BOARD (continued) 
Report of annual marketing conference. Plan for optimum allocation 
of ad budgets told by R. F. Killelea, Nov., p. 175. 


NATIONAL LABORATORIES DIV., LEHN & FINK PRODUCTS CORP. 
Home movies give National Laboratories’ new products big sales 
send-off, Aug., p. 96. 


NATIONAL SCIENCE FOUNDATION 
How research and development affect company growth analyzed in 
National Science Foundation reports, Nov., p. 75. 


NAVAN PRODUCTS INC. 
Navan applies brainstorming to encourage sales and marketing 
suggestions, Dec., p. 140. 


NEW BOOKS FOR MARKETING MEN, see BOOK REVIEWS 


NEW ENGLAND NUCLEAR CORP, . 
How a small company, New England Nuclear, built a national reputation 
for its specialized chemicals, Feb., p. 90. 


NEW PRODUCTS, see also MARKETING INNOVATION 

25,000 plants add up to how many prospects? How Anaconda Aluminum 
solved problem of finding new prospects for its increased production 
facilities, Mar., p. 71. 

sd wags ys -Erie introduced a new product at a trade show, May, 
Pe e 

* Tells how business papers can help meet the challenge of the 
product research and development ‘time bomb', June, p. 119. 

® How Clark went from zero to top spot in a new market with a new 
type of product, June, p. 126. 
How to market a new industrial product. Racine Hydralics brings 
a new pump to market. AIA report, July, p. 98. 
Increasing emphasis on product planning according to American 
Management Assn. ,research report, Aug., p. 57. 

* A basic guide to planning new products, Aug., p. 91. 
Home movies give National Laboratories' new products big sales 
send-off, Aug., p. 96. 

* How Xerox stormed the photo copier field, Sept., p. 100. 
How to illustrate new product releases, Sept., p. 112. 
How Speer Carbon successfully launched a new product, Nov., p. 104. 
New products; are we organized for them? Dec., p. 82. 


NICHOLSON, C. A. 
City for sale. How Dallas sold itself to industry through 
advertising, Dec., p. 92. 


OFFICE EQUIPMENT 
Business equipment market is booming (Editorial), Apr., p. 73. 
Photocopier ad copy confuses Copy Chasers, June, p. 163. 
* How Xerox stormed the photo copier field, Sept., p. 100. 





OHIO BRASS CO. : 
Ad tells why Ohio Brass advertises, Jan., p. 83. 


ONAN DIVISION, STUDEBAKER CORP. 


How Onan's grass roots mailings build markets and profits, May, 
p. 116. 


ORDER HANDLING 


Reorganizing distribution for higher profits. Describes process 
at fictitious 'Hypo" Co., Feb., p. 77. 


* \hat ‘Unimarket' does for Raytheon. Describes new distribution 
system, Feb., p. 84. 


PACKAGING 
New package spruces up Borg's product line, Mar., p. 81 
Graphics is the word for Wade. Unusual ads promote new trademark, 


new package, plus salesmen and service with little copy, Oct., 
p. 117. 


PADWO, SAUL 
How marketing works for a small company (Yardney Electric), June, 
p. 144, 

PARKER-KALON 
Parker-Kalon fights back with education in battle apainst price- 
cutting and de-emphasis of quality in the fastener industry, 
Oct., p. 101. 

PARRISH, WAYNE W. 


A new view of the defense ad hassle by a business paper publisher, 
Oct. + p. 118, 


PARTLOW CORP. 
* How a small company, Partlow Corp., builds overseas sales, Mar., 

p. 84. 

PEARSON, R. J. 
Avery Label ads arouse buyers' interest in low-cost item, Dec., 
p. 88. 

PETERSEN, JOHN W. 
How to market a new industrial product. Racine Hydralics brings 
a new pump to market. AIA report, July, p. 98. 

PETERSON, EUGENE L. 


Letter to a merchandising man (Charles Parks, Simmons Co.), in which 
‘merchandising’ is defined, Nov., p. 110. 


PHOTOCOPYING EQUIPMENT, see OFFICE EQUIPMENT 


PHOTOGRAPHS 


‘Fisheye’ photo solves display problem for Babcock § Wilcox, 
Apr., p. 102. 





PHOTOGRAPHS (continued) ; 
How to handle publicity photo captions, May, p. 122. 
How to illustrate new product releases, Sept., p. 112. 


Two ads teach a lesson that an ad's visual approach can make a big 
difference, Nov., p. 101. 


PHYSICAL DISTRIBUTION 


Physical distribution gets more emphasis as a marketing function, 
Nov., p. 136; Dec., p. 137. 


PLANT OPENINGS 


Barbecue opens new Standard Insulation plant; makes customers and 
prospects aware of recent merger with Armour, Dec., p. 103. 


POLAROID CORP. 


Polaroid advertises new type of film to the institutional market 
to increase sales. ABP winner, May, p. 92. 


POPE, ED 


Let's all Bo to Aipotu (the mythical land of perfect agency-client 
relationship), Jan., p. 84. 


PRESS RELATIONS, see PUBLICITY 
PRE-TESTING OF ADS, see ADVERTISING RESEARCH 


PRICE-CUITING, see also QUALITY 
Boost quality and service to defeat price-cutters, Oct., p. 104. 


PRICE LISTS 
Producing price lists quickly and economically, Sept., p. 28. 


PROBLEMS IN INDUSTRIAL MARKETING 
How much sales literature shall I print? Jan., p. 26. 
What are the ground rules for co-op advertising? Feb., p. 26. 
How should a new sales territory be covered? Mar., p. 22. 
Getting salesmen to use new literature, May, p. 28. 
How can you locate ‘ultimate’ customers, June, p. 24. 
Which is the best distribution pattern? July, p. 26. 
Internal vs. external export management, Aug., p. 28. 
Producing price lists quickly and economically, Sept., p. 28. 
How can you produce effective written sales proposals? Oct., p. 30. 


What is the.proper terminology for promotional literature? Nov., 
p. 44. 


How can you get customers to release case histories? Dec., p. 36. 
PRODUCT PLANNING, see NEW PRODUCTS 


PRODUCT RESEARCH AND DEVELOPMENT 


* Tells how business papers can help meet the challenge of the product 
research and development ‘time bomb,’ June, p. 119. 


How research and development affect company growth analyzed in 
National Science Foundation reports, Nov., p. 75. 
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PUBLIC RELATIONS, see PUBLICITY, CORPORATE IMAGE, CUSTOMER RELATIONS 


PUBLICITY 

. Purchasing Week gives retirement party for SKF"'s advertising symbol, 
Mar., p. 119. 
Expert (Oscar P. Armay, Worthington Corp.) gives tips on overseas 
publicity, May, p. 21. 
How to handle publicity photo captions, May, p. 122. 
How to automate selection of publicity media. Describes system set 
up by Fairchild Camera, Aug., p. 102. 
How to illustrate new product releases, Sept., p. 112. 
Milton Roy Co. finds five ways to gain publicity while holding 
costs down, Oct. p. 130. 
Are you overlooking this low-cost promotional tool? Signed articles 
smd professional symposia presentations can be valuable additions 
to the promotion program, Nov., p. 118. 
How a signed article is bom, Nov., p. 120. 


PURCHASING 
New MIP (Minimal Inventory Plan) system offers buying economies, 
Feb., p. 51. 


Lunkenheimer president says cutthroat buying (and selling) peril 
industrial distributors, Apr., p. 89. 


Are you selling the man at the drawing board with your sales 
literature? July, p. 113. 


* Value analysis--what it means to marketing, Aug., p. 86. 
How can you produce effective written sales proposals? Oct., p. 30. 


Avery Label ads arouse buyers' interest in low-cost item, Dec., 
p. 88. 


QUALITY 
Quality emphasis sells science laboratory equipment to schools, 
Sept., p. 128. 
Quality of product important to electronic components manufacturers’ 
reps., according to Mohr § Co. report, Oct., p. 75. 
Parker-Kalon fights back with education in battle against price- 


cutting and de-emphasis of quality in the fastener industry, Oct., ‘ 
p- 101. 


Corhart Refractories uses mathematics theme for ad campaign pro- 
moting high cost, long wearing product, Oct., p. 116. 


RACINE HYDRALICS § LACiINERY CO, 


How to market a new industrial product. Racine Hydralics brings 
a new pump to market. AIA report, July, p. 98. 


RAYTHEON CO. 


* \hhat "Unimarket' does for Raytheon. Describes new distribution 
system, Feb., p. 84. 


Training seminar for electronic design engineers takes to the rails, 
Oct., p. 12S. 


READERSHIP, see also WHICI AD ATTRACTED MORE READERS? 


* A complete guide to ad readership studies. Lists readership services 
and studies planned in 1963, Jan., p. 86. 
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READERSHIP, see also \HICI AD ATTRACTED MORE READERS? (continued) 
No readership loss for repeat ads, IARI study says, Feb., p. 144. 
Don't be afraid to repeat those ads, is conclusion of IARI study 
of repeat advertising, Mar., p. 109. 
Two ads teach a lesson that an ad's visual approach can make a big 
difference, Nov., p. 101. | 
Good ads never die .. they just sell away, After eight years, 
— Switch ad still pulls inquiries and readership, Nov., p. 

® Where to get your ads measured in 1964. List of 131 business 

publications offering readership studies in '64, Nov., p. 205. 
Avery a ads arouse buyers’ interest in low-cost item, 
Dec., p. 88. 


REID, RALSTON B. 


G-E ad manager outlines four approaches tc help improve adman's status 
within his company, Nov., p. 150. 


RELEASES, see PUBLICITY 


RELIANCE ELECTRIC § ENGINEERING OO. 
Trade show (International Heating §& Air Conditioning) launches sales 
drive for Reliance Electric motors, Oct., p. 113. 


REPEAT ADVERTISING 
No readership loss for repeat ads, IARI study says, Feb., p. 144. 
Don't be afraid to repeat those ads, is conclusion of IARI study 
of repeat advertising, Mar. , p. 109. 
Venezian tells industrial admen how to save $40-million a year thru 
re-use of creative elements of ads, in speech before AIA Conference, 
July, p. 42. 


Good ads never die .. they just sell away. After eight years, 


Automatic Switch ad still pulls inquiries and readership, Nov., 
p. 123. 


REPUBLIC AVIATION CORP. 
Republic Aviation's institutional campaign helps resell the F-105D 
jet to the government. ABP winner, May, p. 93. 


RESEARCH, see ADVERTISING RESEARCH, READERSHIP 
ROAD SHOWS, see TRAVELING PROMOTIGNAL SHOWS 


ROBERTSON, DALTON 
How will marketers fare in ‘new’ Canadian economy? Sept., p. 142. 


ROBERTSON, GEORGE NM. 
Sophisticated systems shift industrial sales strategy. Here's why 
GE salesmen now sell automated systems, while GE distributors handle 
more single product sales, July, p. 86. 


ROFHEART, ARNOLD D. 
Parker-Kalon fights back with education in battle against price- 
— and de-emphasis of quality in the fastener industry, Oct., 
p. 101. 
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ROSBERG, J. WESLEY 
* A complete guide to ad readership studies. Lists readership services 
and studies planned in 1963, Jan., p. 86. 
* \here to pet your ads measured in 1964. List of 131 business publi- 
cations offering readership studies in '64, Nov., p. 205. 


ROYAL, JOHN M, 
Instant ads .. quick and easy. A humorous approach, Oct., p. 120. 


RUBEL, IRA 


Agency must tailor services to fit client's needs, and be compensated 
accordingly. Rubel tells AIA Western New England. Chapter, May, p. 40. 
Rubel sees more agencies going public in talk before Chicago Chapter, 
ALA, Dec. , p. 132. 


RUSSAK, NICHOLAS M, 
Practical tips on visual aids for industrial salesmen, Jan., p. 80. 


RUST-OLEUM CORP. 
Rust-Oleum stops rust and competitors with outstanding marketing 
program and sizable ad expenditure, Nov., p. 106. 


SALES AIDS, see also AUDIO-VISUAL AIDS, CATALOGS, SALES LITERATURE 
How much literature shall I print? Jan., p. 26. 
Practical tips on visual aids for industrial salesmen, Jan., p. 80. 


SALES COMPENSATION, see also SALES INCENTIVES, CONTESTS 
NICB report discusses bonus plans, Jan., p. 133. 


* A guide to better methods of sales compensation, May, p. 97. 
SALES CONTESTS, see CONTESTS 


SALES DEMONSTRATIONS, see also SAMPLING 
Practical tips on visual aids for industrial salesmen, Jan., p. 80. 


Display room serves Appleton Electric as a sales demonstration 
and training center, Jan., p. 104. 


SALES EXEQUTIVES FORUM, see INDUSTRIAL SALES EXECUTIVES FORUM 


SALES FORECASTS 


Computers increasingly used in sales forecasting, NICB study 
reveals, Mar., p. 47. 


* What you should know about sales forecasting, Oct., p. 106. 


SALES INCENTIVES 


Dorr-Oliver uses trading stamps as a sales incentive to induce 
distributors to spend more time on their line, July, p. 116. 


SALES LITERATURE, see also CATALOGS, SALES AIDS 
How much literature shall I print? Jan., p. 26. 
Getting salesmen to use new literature, May, p. 28. 








‘SALES LITERATURE, see also CATALOGS, SALES AIDS (continued) 


*® Don't be afraid to be different. Look beyond the usual to unusual 
techniques and media. AIA report, July, p. 89. 

Are you selling the man at the drawing board with your sales 
literature? July, p. 113. 

Berman Co. booklet personalizes truck leasing sales story, July, 
p. 119. 

Producing price lists quickly and economically, Sept., p. 28. 


What is the proper terminology for promotional literature? Nov., 
p. 44. 


SALES MANAGEMENT, see also INQUIRIES, SALES FORECASTS 


How Homelite pinpoints sales potentials, Jan., p. 74. 

How to split a sales territory gracefully, Jan., p. 98. 

*® How to get case histories from field salesmen. Answers from four 
sales executives who favor case history reporting, Feb., p. 100. Four 
negative views, Mar., p. 98. 

How should a new sales territory be covered? Mar., p. 22. 

Is your marketing map out of kilter? Census of Manufactvres gives 
useful information for setting sales quotas, May, p. 82. 

Internal vs, external export sales management, Aug., p. 28. 
Encouraging salesmen to work at top capacity, Aug., p. 104. 

New IRS rules could make a better sales manager of you, Sept., 

p. 109. 


SALES MEETINGS, see also SALES TRAINING 


Ekco uses mobile ‘Packaging Center' unit to reach big and little 
buyers, Apr., p. 90. 

Instant sales meetings .. via videotape, Apr., p. 110. 

Sales meetings: how many are too many? May, p. 94. 

Home movies give National Laboratories' new products big sales 
send-off, Aug., p. 96. 

Klemp's tiger theme encourages confidence in sales force and helps 
rebuild aggressive corporate image, Nov., p. 129. 

Navan Products applies brainstorming to encourage sales and market- 
ing suggestions, Dec., p. 140. 


SALES PROMOTION, see also SALES PROMOTION IDEAS, SAMPLING 


A. 0. Smith uses outlandish metal horse as trade symbol in ads, 

at trade shows and as a sales promotion device, Apr., p. 104. 

Bathing beauties sell boat-builders on Alcoa marine aluminum. AIA 

BestSeller award, July, p. 82. 

* What you should know about traveling promotional shows, Nov., p. 94. 
Are you overlooking this low-cost promotional tool? Signed articles 

and professional symposia presentations can be valuable additions 

to the promotion program, Nov., p. 118. 


SALES PROMOTION IDEAS 





Westinghouse ‘early bird’ promotion makes salesmen make early morning 
calls, Jan., p. 101. 


Do-it-yourself mailers build profits and sales for Homewood Cabinet 
Top Co., Feb., p. 103. 

Allis-Chalmers contest increases tractor sales to dealers and 
farmers 117%, Mar., p. 100. 








SALES PROMOTION IDEAS (continued) 

Ekco Container's mobile unit reaches big and little buyers, 

Apr., p. 90. 

Grass roots mailings build markets for Onan Div., May, p. 116. 
Making company birthdays worth a celebration (LaSalle Steel Co.), 
June, p. 139. 

How Dorr-Oliver uses trading stamps as a sales incentive, July, 

“ 116. 

How Anken Chemical turns salesmen into profit-building experts, 
Aug., p. 106. 
Quality emphasis sells science laboratory equipment to schools, 
Sept., p. 128. 

Milton Roy Co. finds five ways to gain publicity while holding costs 
down, Oct., p. 130. 

Blockbuster mail campaign to top executives gets qualified sales 
leads for Linde Div., Nov., p. 125. 

Barbecue opens new Standard Insulating plants, and makes customers 
aware of recent merger with Armour, Dec., p. 103. 


SALES QUOTAS 
Is your marketing map out of kilter? Census of Manufactures gives 
useful information for setting sales quotas, May, p. 82. 


SALES REPRESENTATIVES, see MANUFACTURERS’ AGENTS 
SALES SHOWS, see TRADE SHOWS AND EXHIBITS, TRAVELING PROMOTIONAL SHOWS 


SALES TERRITORIES 
How to split a sales territory gracefully, Jan., p. 98. 
How should a new sales territory be covered? Mar., p. 22. 


SALES TRAINING 
Federal-Mogul trains salesmen by mail, Jan., p. 77. 
Dispiay room serves Appleton Electric as a sales demonstration 
and training center, Jan., p. 104. 
How to turn salesmen into profit-building experts by training them 
to analyze the needs of their customers. Describes Anken Chemical 
program, Aug., p. 106. : : f 2 
Parker-Kalon fights back with education in battle against price- 
cutting and de-emphasis of quality in the fastener industry, Oct., 
p. 101. 
Distributors find Steelcraft training school isn't all speeches. 
They learn how products can be used, Oct., p. 124. 


SALESNANSHIP, see also SALES COMPENSATION, SALES TRAINING, SELLING 
How Westinghouse made salesmen make early moming calls with re- 
freshing sales presentation and direct mail program, Jan., p. 101. 
How to get salesmen to follow-up ad inquiries, Apr., p. 98. 

Why salesmen have short noses, when they refuse to publicize the 
accounts they have sold, June, p. 153. 

Sales managers tell how. salesmen use advertising, July, p. 111. 
Glad hand for idea men among salesmen (Editorial), Aug., p. 75. 





SALESMANSHIP, see also SALES COMPENSATION, SALES TRAINING, SELLING (continued) 
Encouraging salesmen to work at top capacity, Aug., p. 104. 
How to turn salesmen into profit-building experts by training them 
to analyze the needs of their customers. Describes Anken Chemical 
program, Aug., p. 106. ope 
* Seven ways to break through sales objections, Nov., p. 113. 


SAMPLING 
3M Co. insert shows Scotchlite sample to prospects. ABP winner, 
May, p. 89. 
Are you overlooking product sampling? May, p. 114. 
Versatile ads stre Coating Products small budget 15 ways, Aug., p. 100. 


SANDER, BEN 
How to keep good sales representatives, Oct., p. 126. 


SCHOOL EQUIPMENT 
Quality emphasis sells science laboratory equipment to schools, 
Sept., p. 128. 


SCHOONMAKER, WARREN K,. 
* What you should know about sales forecasting, Oct., p. 106. 


SCIENTIFIC APPARATUS MAKERS ASSOCIATION 
Quality emphasis sells science laboratory equipment to schools, 
Sept., p. 128. 


SCOTT PAPER 00. 
Scott Paper campaign for paper towels hits hard at competition in 
the public building field, ABP winner, ‘ay, p. 90. 


SELLING, see also SALESMANSHIP 

* How Mallinckrodt makes marketing a teamwork affair by coordinating 
advertising, promotion and sales efforts, Mar., p. 66. 
25,000 plants add up to how many prospects? How Anaconda Aluminum 
solved problem of finding new prospects for its increased production 
facilities, Mar., p. 71. 
Lunkenheimer president says cutthroat buying (and selling) peril 
industrial distributors, Apr., p. 89. 

*# A new apprach to selling. Recommends a commmications system to 
make the buyer aware of what you have to sell. Apr., p. 95. 
Getting salesmen to use new literature, May, p. 28. 
Lindberg's slide sales presentation can be tailored to suit prospect's 
needs, May, p. 119. 
How can you locate ‘ultimate’ customers? June, p. 24. 

* Tells how business papers can help meet the challenge of the product 
research and development ‘time bomb’, June, p. 119. 

* U. S. Steel's Harnischfeger study of value of business paper ads 
in reaching all buying levels of customer company, June, p. 122. 
What role should credit and financing play in marketing? Top 
Management Forum expresses views, June, p. 154; July, p. 124. 











SELLING, see also SALESIANSHIP (continued) 
Sophisticated systems shift industrial sales strategy. Here's why 
GE salesmen now sell automated systems, while GE distributors handle 
more single product sales, July, p. 86. 
Are you selling the man at the drawing board with your sales 
literature? July, ». 113. 
New evidence of ad values. lcGraw-Hill studies indicate that in- 
creased advertising lowers selling costs, Aug., p. 81. (See also 
editorial, Sept., p. 99, and July, p. 42). 
Value analysis--what it means to marketing, Aug., p. 86. 
Eight Canadian sales executives give advice on selling in Canada, 
Sept., p. 160. 
How can you produce effective written sales proposals? Oct., p. 30. 
Trade show (International Heating § Air Conditioning) launches sales 
drive for Reliance Electric motors, Oct., p. 113. 
Business paper advertising alone sells nails for the Deniston Co., 
Oct., p. 122. 
How research helped Cambridge Wire Cloth pinpoint prospects, aim 
promotion and set sales territories according to sales potential, 
Nov., p. 102. 
What's advertising supposed to do? Bernstein discusses McGraw-Hill 
study of relationship between sales expense and use of advertising, 
Nov., p. 135. 
How combination ads sell combinations of food-handling machines 
for Hobart Mfg., Dec., p. 96. 
To boost sales volume, sell now, not later. 1870 concept of 
economist, Walter Bagehot, sound advice for today, Dec., p. 117. 


SERKOWIGI, JOE H., ; 
* \What clients should demand of agencies (and vice versa), Apr., p. 84. 


SHERMAN, HOWARD L. 


What you can learn from the year's best annual reports, Dec., 
p. 98. 


SKF INDUSTRIES 
Purchasing leek gives retirement party for SKF's advertising 
symbol, Mar., p. 119. 


SKINNER PRECISION INDUSTRIES 


Skinner ads beat back competitive threat in the valve field. ABP 
winner, May, p. 92. 


SLANT/FIN RADIATOR CORP. 


Courtship campaign woos wholesalers with three-dimensional mailers, 
Dec., p. 102. 


SMALL BUSINESS 
How a small company, New England Nuclear, built a national reputation 
for its specialized chemicals, Feb., p. 90. 


* How a small company, Partlow Corp., builds overseas sales, Mar., 
p. 84. 


How marketing works for a small company (Yardney Electric), June, 
p. 144, 








SMALL BUSINESS (continued) 
Versatile ads stretch Coating Products small budget 15 ways, Aug., 
p. 100. 
® Do-it-almost-by-yourself market research for the smaller company, 
Dec., p. 76. 


A. 0. SMITH CORP. 
A. O. Smith uses outlandish metal horse as trade symbol in ads, at 
trade shows and as a sales promotion device, Apr., p. 104. 


SPACE BUYING AND SELLING 
A marketing man looks at business paper space reps., Mar., p. 78. 


SPACE TECHNOLOGY 
National Science Foundation and Aerospace Industries Assn. reports 
indicate moonshot efforts mean new markets, Jan., p. 45. 


SPAIN 
Spain's economy shows growth trends, Mar., p. 17. 


SPEER CARBON OO. 
How Speer Carbon successfully launched a new product, Nov., p. 104. 


STANDARD INSULATION CO. 
Barbecue opens new West Coast plant; makes customers and prospects 
aware of recent merger with Armour, Dec., p. 103. 


DANIEL STARGI §& STAFF, see WiICi AD ATTRACTED MORE READERS 


STEEL (magazine) 


New market concept accelerates growth, according to Steel magazine 
report, Dec., p. 57. 


STEELCRAFT MFG. CO. 
Distributors find Steelcraft training school isn't all speeches. 
They learn how products can be used, Oct., p. 124. 


STEVENS, THOMAS L. 


ilere comes vertical marketing; a new relationship among manufacturers, 
distributors and manufacturers’ agents, Sept., p. 123. 


STEWARD, CHAD J. 


* Don't be afraid to be different. Look beyond the usual to unusual 
techniques and media. AIA report, July, p. 89. 


SYSTEMS CONCEPT OF SELLING 


How combination ads sell combinations of food-handling machines for 
Hobart Mfg., Dec., p. 96. 


TAXES 
Top management gives tips to tax men on changes they feel would 
pep up the economy, Jan., p. 108. 
Economists see tax policy as key to 1963 economy according to 
F, W. Dodge survey, Jan., p. 124. 
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TELEVISION 
G-E tests tv as promotion for its industrial services, May. p. 151. 


TERNENT, W. A. 
Are you overlooking this low-cost promotional tool? Signed articles 
and professional symposia presentations can be valuable additions 
to the promotion program, Nov., p. 118. 


TOASTMASTER DIV., MCGRAW-EDISON CO. 


AIA Chicago Chapter internship program pays off for student and ad 
manager of Toastmaster, Nov., p. 148. 


TOBIN, JAMES E. ; 
Do-it-yourself private trade show gets results for Anaconda American 
Brass, June, p. 146. 


TOP MANAGEMENT FORUM 
Give tips to tax men on changes they feel would pep up the economy, 
Jan., p. 108. 
Can we boost exports by 10% in 1963? Feb., p. 126. 
Tell obstacles that face U. S. exporters, Mar., p. 110. 
Is marketing an ad agency function? Apr., p. 116. 
Management takes a look at its advertising operation, May. p. 126. 
What role should credit play in marketing? June, p. 154; July, 
p. 124, 
What is top officer's role in marketing? Aug., p. 116. 
U. S.-Canadian business relations; pros and cons, Sept., p. 154. 
Should industrial ad managers work on a commission, Oct., p. 142. 


Physical distribution gets more emphasis, Nov., p. 136; Dec., 
p. 137. 


TRADE SHOWS § EXHIBITS 

Industrial Shows: Jan., p. 36; Feb., p. 36; March, p. 32; Apr., 
p. 36; May, p. 48; June, p. 54; July, p. 52; Aug., p. 46; Sept., 
p. 48; Oct., p. 58; Nov., p. 58; Dec., p. 44. 
Getting more out of industrial shows (Editorial), Mar., p. 65. 
Exhibitor's syndrome: a diagnosis, Mar., p. 76. 
Ekco uses mobile ‘Packaging Center’ unit to reach big and little 
buyers, Apr., p. 90. 
A. 0. Smith uses outlandish metal horse as trade symbol .in ads, at 
trade shows and as a Sales promotion device, Apr., p. 104. 
How eames introduced a new product at a trade show, May, 
p. 102. 
Do-it-yourself private trade show gets results for Anaconda American 
Brass, June, p. 146. 
Bathing beauties sell boat-builders on Alcoa marine aluminum, AIA 
BestSeller award, July, p. 82. 
Trade show (International Heating § Air Conditioning) launches sales 
drive for Reliance Electric motors, Oct., p. 113. 

* What you should know about traveling promotional shows, Nov., p. 94. 


TRADENAMES, TRADEMARKS AND TRADE CHARACTERS 
Autolite promotes new trademark to dealers and distributors with 
doodle contest, Jan., p. 112. 












TRADENAMES, TRADEMARKS AND TRADE CHARACTERS (continued) 
Alcoa changes its trademark, Feb., p. 120. 
Purchasing Week gives retirement party for SKF's advertising symbol, 
Mar., p. 119. 

A. O. Smith uses outlandish metal horse as trade symbol in ads, at 
trade shows and as a sales promotion device, Apr., p. 104. 

What's wrong (and right) with today's trademarks? July, p. 101. 
Graphic is the word for Wade. Unusual ads promote new trademark, 
new package, plus salesmen and service with little copy, Oct., 

p. 117. 


TRADING STAMPS 
Dorr-Oliver uses trading stamps as a sales incentive to induce dis- 
tributors to spend more time on their line, July, p. 116. 


TRAVELING PROMOTIONAL SHOWS 
* What you should know about traveling promotional shows, Nov., p. 94. 


TYSON, IRWIN VW. 
* A new approach to selling. Recommends a commmications system to 
make the buyer aware of what you have to sell, Apr., p. 95. 


U. S. DEPARTMENT OF COMMERCE 
* A basic guide to exporting, Mar., p. 88. 


U. S. STEEL CORP, 
* U. S. Steel's Harnischfeger study of value of business paper ads 
in reaching all buying levels of customer company, June, p. 122. 


UPTEGROVE, NEIL 
Needed: new rules for 'Bingo' cards, Oct., p. 123. 


VALUE ANALYSIS 
* Value analysis--what it means to marketing, Aug., p. 86. 
Parker-Kalon fights back with education in battle against price- 
= .~ de-emphasis of ne in the fastener industry, 
t., p. 101. 


VENEZIAN, ANGELO R. 
Tells industrial admen how to save $40-million a year thru re-use 
of creative elements of ads, in speech before AIA Conference, 
July, p. 42. 
Will business papers set dollar volume record this year? Annual 
study, Oct., p. 194. 


VIDEOTAPE 
Instant sales meetings .. via videotape, Apr., p. 110. 


VISUAL AIDS, see AUDIO-VISUAL AIDS 
VOLKSWAGEN OF AMERICA INC. 
Copy Chasers select Volkswagen marketing manager, Paul R. Lee as 


Industrial Advertising Man-of-the-Year, Jan., p. 115. (Mr. Lee 
tells his philosophy of advertising, p. 120). 
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WAACK, DONALD W, 
* How Bucyrus-Erie introduced a new product at a trade show, May, 
p. 102. 


WADE INC, : 
Graphic is the word for \ade. Unusual ads promote new trademark, 
new package, plus salesmen and service with little copy, Oct., 
Pp. 117. i 


WASHINGTON REPORT 
Jan., p. 59; Feb., p. 63; Mar., p. 59; Apr., p. 65; May, p. 75; 
June, p. 93; July, p. 75; Aug., p. 69; Sept., p. 91; Oct., p. 93; 
Nov., p. 87; Dec., p. 71. 


WESTINGHOUSE ELECTRIC CORP. 
How Westinghouse made salesmen make early moming calls with refreshing 
sales presentation and direct mail program, Jan., p. 101. 
* Westinghouse measures itself in $8-billion market. Ads increase 
customer awareness 78%, June, p. 116. 


WHICH AD ATTRACTED MORE READERS? 


Product diagram vs. simple cutaway (New Departure Ball Bearings and 
McGill Roller Bearing), Jan., p. 41. 

Multiple products vs. single product ads (Fruehauf Trailer), Feb., 
p. 43. 

People vs. machines (Flying Tiger Line and United Air Lines), 

Mar., p. 39. 

Restrained color vs. lavish color (Sealed Power Piston Rings and 
Muskegon Piston Ring), Apr., p. 43. 

‘Reason why’ vs. case history (Armstrong Tire and Kelly Springfield 
Tire), May, p. 55. 

Teaser illustration vs. straight product story (CF§I Steel and 

H. K. Porter), June, p. 63. 


Three headlines vs. one (U. S, Borax and duPont Weed Killers), 
July, p. 55. 
Familiar vs. new (Everlasting Valves and Yarway Valves), Aug., 

p. 51. 

Conflicting claims vs. single-minded message (Allen Bradley and 
Square D motor starters), Sept., p. 57. 

General headline vs. specific claims (Ajax Iron Works and Clark 
Bros. compressors), Oct., p. 65. ~ 

Institutional message vs. product description (Springfield Boiler 
and Industrial Combustion boilers), Nov., p. 65. 


General assurance vs. specific fact (Shakeproof and Timmerman 
Speed Nut fasteners), Dec., p. Sl. 


WHOLESALERS 


Slant/Fin Radiator woos wholesalers with three-dimensional mailers, 
Dec., p. 102. 


WILBUR § WILLIAMS CO. 


Wilbur and Williams tell easy way to handle inquiry follow-up, Apr., 
p. 108. 





WOOD, JORDAN D. 


® Seven yardsticks measure ad success at Jones §& Lamson, June, 
p. 114. 


WYANDOTTE CHEMICALS CORP. 
Wyandotte puts across its 'key chemicals’ theme by stressing end 
use of their products. ABP winner, May, p. 91. 
XEROX OORP. 
* How Xerox stormed the photo copier field, Sept., p. 100. 


YARDNEY ELECTRIC CORP, 


How marketing works for a small company (Yardney Electric), June, 
p. 144. 
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